Understanding brand preferences of consumers has always been an area of great interest for brand researchers and marketers. This study has been undertaken to explore the relationship between the demographic variables and brand preferences of consumers for different telecom services of BSNL and RCOM. This research is descriptive and quantitative in nature. For the purpose of this study, a non-random sampling technique -convenient sampling method was used to select the sample. Total 422 consumers' data was collected from four different cities in western Uttar Pradesh. Out of which 400 questionnaires were considered fit for data analysis. PASW.18 was used for the purpose of data analysis. The study finds that demographic variables have association with the consumer brand preference for various telecom services offered by BSNL and RCOM.
INRODUCTION
In modern marketing world, Brand equity is considered as an important asset of a company. Branding strategy is of great importance in total marketing strategy and companies must decide in advance whether to brand or not to brand. A product without brand name lacks its identity in the market. Today, branding has become inevitable and hardly anything goes unbranded. A brand is essentially a seller's promise to provide a specific set of features, benefits and services to the buyers. A brand contains six ingredients namely attributes, benefits, values, culture, personality and consumer's characteristics. The American Marketing Association (AMA) defines brand as "a name, term, sign, symbol, or design, or a combination of them, intended to identify the goods and services of one seller or group of sellers and to differentiate them from those of competitors" [1] . Traditionally brand was defined as: "the name, associated with one or more items in the product line, which is used to identify the source of character of the item(s)" [2] . A brand thus signals to the customer the source of the product, and protects both the customer and the producer from competitors who would attempt to provide products that appear to be identical [3] . From the customer's point of view, a brand can be defined as the total accumulation of all experiences, and is built at all points of contact with the customer [4] . Keller mentions, "Technically speaking, whenever a marketer creates a new name, logo, or symbol for a new product, he or she has created a brand" [5] . Nevertheless, he reckons that today brands serve much more than that. In this way, it can be said that one of the major function of brand is to distinguish identification in the market place vis-a-vis to competitors. De Chernatony & MacDonald emphasize the increased value that accrues to the consumer by buying the established brand rather than a generic or commodity product [6] .
Understanding brand preferences of consumers has always been an area of great interest for brand researchers and marketers. Horsky et al. emphasize on understanding brand preference in order to better understand the brand choices made by customers [7] . Overby and Lee define brand preference favorable inclination towards a particular brand [8] . Similarly, many other researchers have also defined brand preferences as the behavioral dispositions that reflect the degree to which customer favor one brand over another [9] - [10] . Dhar observe that brand preference also reflects consumer brand evaluations while choosing a brand from various other competing brands available in the market [11] . Brand preference can predict consumer buying intention and consumer decisions for a product category better than brand attitude [12] - [13] . There are many studies measuring the impact of brand preference on consumer buying decision and intentions. However, there are few studies focusing on exploring the antecedents brand preferences [14] - [15] . Therefore this study has been undertaken to explore the relationship between the demographic variables and brand preferences of consumers for different telecom services. The study aims to achieve following objectives:
 To examine the association between selected demographic variables and brand preference for selected telecom services of BSNL & RCOM  To examine the association between selected demographic variables and preference payment mode
LITERATURE REVIEW
"Preference" has been a subject matter of interest for researchers in different areas such as economics [16] ; psychology [17] and sociology [18] . However, there has been no consensus on its definition among researchers. Many researcher view preference as stable, exogenous, known with adequate precision and are revealed through choice behavior [19] . However, other researchers opine that one's preferences are not stable [17] and can be endogenous as well [16] . From the marketing perspective, Oliver & Swan define preference as ability to be chosen among available options [20] . Zajonc & Markus suggest that "a preference is a behavioral tendency that exhibits itself not so much in what the individual thinks or says about the object, but how he acts toward it" [9] . Further, there are two marketing perspectives on how preferences are formed. The first view is that consumers have well-defined preferences and it is associated with the archaeology uncovering hidden value. The second view is that preferences are constructed by consumers when they evaluated available options for meeting their specific needs [21] . Payne et al. shows that dynamic interaction between decision task factors and properties of information processing system shape individual preferences [21] . However, this view has been criticized by Simonson who argues that this perspective does not cover the pre-existing preferences that are not determined by the task or context factors. He observes that this view of preference construction emphasizes only on the process of consumers' judgment and completely ignores the preexisting factors playing an important role in determining preferences [22] .
The factors that influence brand preference can be divided into two broad categories: brand oriented factors; and consumer oriented factors. Brand preference arises from the value added by the brand. The brand value can arise from brand related attributes (ex: brand equity) and non-brand related attributes (ex: price). Erden & Swait highlight the impact of brand equity in positively influencing the customer brand preferences [23] . The importance of brand equity in influencing the brand preference has been highlighted by many researchers [23] - [25] . Cobb-Walgren et al. focus on assessing how brand equity affects the consumer brand preference at the aggregate level [26] . The impact of brand personality on consumer brand preference has also been studied by many researchers [27] . Other studies have focused on non-brand attributes as well such as impact of appearance [28] ; price [29] , and self-congruity [30] - [32] . Further, the influence of promotional activities has also been studied by many researchers in influencing consumer brand preference. Conflicting results have been reported on the influence of promotional activities on consumer brand preference. Many studies demonstrate that advertising affect consumer preference indirectly by directly influencing attitude towards brand attributes [33] ; or by generating better brand awareness [34] - [35] or by increasing brand equity [26] . Davis et al. report that advertising does not influence consumer brand preference negatively [36] . Further, support for positive role of advertising in directly influencing consumer brand preference has also not been found in previous studies [35] . Doyle also opines that there is no direct influence that advertising has on consumer brand preference. Many brands have strong consumer brand preference despite spending very less or nothing on advertising.
Consumer characteristics also influence preference for certain brand. These characteristics can be divided into socio-cultural, psychological and personal categories. Among all variables under these categories, "self-concept" has been found most important in influencing brand preference of consumers by many research studies [38] - [39] . Research studies have also found the impact of life style on consumer brand preferences [40] . Similarly, many studies have found that consumer demographic variable influence their brand preferences [41] . Many demographic variables have been reported to have an influence on consumer brand preference [42] . Perez et al. demonstrate that brand preference is transferred from one generation to another as children learn from their parents [43] . This finding is in contradiction with those who claim that consumer preferences are heterogeneous [7] because consumers have different characteristics and would prefer different brand that would best fit their characteristics [44] .
RESEARCH METHODOLOGY
This research is descriptive and quantitative in nature. A quantitative approach saves time and money as once the questionnaire is prepared, it can be administered on chosen sample with relatively lesser time as compared to qualitative research methods. Descriptive research studies require some previous understanding pertaining to research problem and are fit for answering questions of who, what, how, where, when [45] . Collis & Hussey stated that quantitative methods are suitable for hypothesis testing purpose [46] . Primary data have been collected from a structured questionnaire. Total 422 consumers' data was collected from four different cities in western Uttar Pradesh. For the purpose of this study, a non-random sampling techniqueconvenient sampling method was used to select the sample. Zikmund defined non random sampling technique where sample is drawn from population based on judgment or convenience [45] . Convenient sampling technique makes it possible to get sufficiently large number of responses quickly and economically [47] . Fink also supported the use of convenient sampling method on the ground of availability of respondents when required [47] . Though there are also limitations of convenient sampling methods as it may not give a true representative sample, bias and variability are hard to estimate or control [45] . Still this sampling technique was used considering ease of access, paucity of time to interact with employees, higher response rate. A total of 422 individuals responded to the questionnaire designed for consumers out of which 400 questionnaires were considered fit for data analysis. PASW.18 was used for the purpose of data analysis. Data was analyzed at univariate and bivariate level. First of all data normality was ensured. For the purpose Histogram and Kolmogorov-Smirnov test was used to ensure that data normality [45] . Percentage analysis was done for analyzing the profile of respondents. Further, to test the associations between variables chi-square test was used.
FINDINGS AND ANALYSIS

PROFILE OF RESPONDENTS
The distribution of respondents in age groups was as follows: Less than 18 years (13%); 18-23 years (25%), 24-28 years (28%); 29-45 years (23%); and above 45 years (13%). Further, occupation wise there were 20% government service employees; 28% private service employees; 20% businessman or selfemployed; 18% students and remaining 15% homemakers. The majority of the respondents (55%) were male; the remaining (45%) respondents were female. In income groups, 30% of respondents were less than 2.5 lakh/-per annum; 20% were between 2.5 lakh to 5 lakh per annum; 30% were between 5 lakh to 10 lakh per annum; remaining 20% were above 10 lakh per annum.
BRAND PREFERENCE FOR WLL
Brand preferences for the product Wireless Local Loop (WLL) and demographic differences have been shown in Table. 1. Overall respondents showed preference for RCOM's WLL (57%) to BSNL's WLL (43%). The chi-square test for independence is a test of whether two categorical variables are associated with each other. By using chi square test association of demographic factors with brand preference was analyzed. The Table. 1 indicates the obtained frequencies differ significantly across demographic factors as the asymptotic significance (2 -tailed) is less than 0.05 so demographic factors and brand preference for WLL are strongly associated with each other. Source: Calculated from information collected through questionnaire
BRAND PREFERENCE FOR FIXED LINE
Brand preferences for the product Fixed Line and demographic differences have been shown in Table. 2. Overall respondents showed preference for BSNL's fixed line (63%) to RCOM's fixed line (37%). The Table. 2 reveals that among the four demographical factors i.e. age, occupation, gender and income, only obtained frequencies for gender does not differ significantly. The asymptotic significance (2 -tailed) for gender is 0.338 which is more than 0.05, so the results indicate that brand preference for fixed line and gender are independent factors. Age, income and occupation are strongly related with brand preference for Fixed Line services provided by telecom service providers. Though majority of the respondents prefer BSNL fixed line to RCOM fixed line but this does not hold true for the respondents between 24 years to 28 years as 15% prefer RCOM's fixed line and 13% prefer BSNL's fixed line. 
BRAND PREFERENCE FOR MOBILE PHONE
Brand preferences for the product Mobile Phone and demographic differences have been shown in Table. 3. Overall respondents showed preference for RCOM's mobile services (60%) to BSNL's mobile services (40%). The Table. 3 indicates that among the four demographical factors i.e. age, occupation, gender and income, obtained frequencies for age and gender do not differ significantly. The asymptotic significance (2 -tailed) for age is 0.188 and for gender it is 0.151, both are more than 0.05, so the results indicate that brand preference for mobile phone services and two demographical variables i.e. age and gender are independent factors. Income and occupation are strongly related with brand preference for mobile phone services provided by telecom service providers. Though majority of the respondents prefer RCOM mobile services to BSNL mobile services but data reveals that more homemakers (10%) prefer BSNL mobile to RCOM mobile services (5%). Source: Calculated from information collected through questionnaire
BRAND PREFERENCE FOR DATA CARDS
Brand preferences for the product Data Cards and demographic differences have been shown in Table. 4. Overall respondents showed preference for RCOM's data cards (52%) to BSNL's Data Cards (48%). The Table.4 discloses that observed frequencies are significantly different across demographic factors and asymptotic significance (2 -tailed) is less than 0.05 across all demographic factors. Therefore age, gender, occupation and income are closely associated to brand preference for data cards. Source: Calculated from information collected through questionnaire
PAYMENT MODE PREFERENCE
Preferences for payment modes, pre-paid & post-paid connections and demographic differences have been shown in the Table. 5. Overall respondents showed preference for pre-paid (80%) to post-paid (20%). The Table.5 indicates that for income, age and gender there is no significant difference among the observed frequencies as asymptotic significance (2 -tailed) is more than .05. Therefore age, gender and income are not associated with payment mode preference whereas for occupation asymptotic significance (2 -tailed) is less than 0.05, hence occupation and preference for payment mode are closely related to each other. 
ANALYSIS OF PREFERENCES
On the basis of above analysis, following exhibit has been composed to find out the significant difference among the frequencies observed for various preferences. Preferences for brands, technology, payment mode and net connection have been shown in the Table. 6. It indicates that for WLL, mobile and data cards, more respondents, 57%, 60% and 52% respectively, prefer RCOM brand while for fixed line, BSNL is preferred by 63% respondents. As regards to technology, payment mode and type of net connection, majority of respondents prefer GSM (61%) over CDMA, prepaid (80%) over postpaid and wired net connection (66%) over wireless net-connection. Chi-square test have been used to analyze if the differences in observed frequencies are significant. Asymptotic significance for products, technology, payment mode and type of net connection is less than .05; hence differences among observed frequencies are significant. Total 400 100% 400 100%
Source: Calculated from information collected through questionnaire
CONCLUSION
This study examine the association between customer brand preference for various telecom services of BSNL and RCOM and selected demographic variables and conclude that there exist some association between demographic variables and their preferences for different types of telecom services. The study also found that except Fixed-Line telecom service, all retail telecom services of RCOM enjoy better brand preference than BSNL's telecom services. Further, this study also concludes that pre-paid connection are more preferred to postpaid connections. Marketers of telecom services should keep in mind the need of different demographic segments and accordingly design their telecom packages so as to ensure the maximum satisfaction for customers.
